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壹、前言及背景說明

    亞非農村發展組織（AARDO）成立於1962年，由來自亞洲與非洲30個國家組成，是一個獨立跨政府間組織，致力於探索與解決會員國間問題，瞭解彼此優勢，集體為促進會員國人民福利和根除農村之飢餓、文盲、疾病、貧窮等問題而努力。本次研討及訓練計畫係由亞非農村發展組織在印度政府贊助下辦理，其主要目的在於灌輸亞非會員國家農業從業人員「農企業管理及小農的農產品行銷」，並由與會各國參加人員就上開主題提出國情報告，以交換各國之間農產品行銷經驗，藉由新觀念的灌輸瞭解現階段農業趨勢，參加人員在受訓後，將觀念帶回國家，藉由政策執行，改善農產品行銷及農企業管理，以增加小農所得，改善農村經濟。
本次訓練由來自孟加拉、埃及、迦納、伊拉克、約旦、馬來西亞、摩洛哥、奈及利亞、蘇丹、斯里蘭卡、尚比亞、模里西斯及我國13個國家派18個農業行政人員參加，課程係以印度管理學院教授Sushil Kumar、Jabir Ali、T.Haque、M.S.Bhatt等教授演講傳達理念為主，並由各國學員簡報交換經驗，並利用週末參觀印度山羊研究中心、有機農場及泰姬瑪哈陵。
    印度百分之七十人口及百分之九十貧民居住在農村，百分之六十二農民擁有0.4公頃以下土地，屬小農國家，而小農所生產的農產品銷售困難，造成農民所得低，普遍存在貧窮問題。而亞非國家（包含南亞、中東、非洲等國），均未實施土地改革，其國內情形亦與印度類似，因此，如何協助小農行銷農產品，並結合農企業協助農產品行銷，增加農民所得，以脫離貧困，是當前亞非國家當前重要課程。為此，亞非農村發展組織及印度政府特別委託「印度管理學院」辦理本次研討及訓練計畫。
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貳、訓練計畫課表
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農企業管理及小農之農產品行銷國際研會暨訓練計畫

2013年3月4-10日

計畫課程表

	2013年3月4日
	去程

	09:30AM-10:00AM
	報到
	

	10:00AM-11:AM
	開幕及計畫展望
	Sushil Kumar教授致歡迎詞

亞非農村發展組織秘書長胡笙開幕致詞（任約旦駐印度特命大使）


	11:30AM-01:00PM
	介紹印度農村發展
	Sushil Kumar教授

	02:00PM-06:00PM
	永續發展的挑戰
	Sushil Kumar教授

	2013年3月5日
	

	09:30AM-13:00PM
	小農與農企業
	Jabir Ali     教授

	02:00PM-05:30PM
	參加學員發表國情報告
	各國學員

	2013年3月6日
	

	09:30AM-13:00PM
	農業供應鏈
	Jabir Ali     教授
T.Haque     教授

	02:00PM-05:30PM
	農業價值鏈融資
	Jabir Ali     教授

	2013年3月7日
	

	09:30AM-13:00PM
	農業風險管理
	Jabir Ali     教授

	02:00PM-06:00PM
	小農森林農業
ICT在農業扮演角色
	Sushil Kumar教授

	2013年3月8日
	

	09:30AM-12:30PM
	印度食品安全
	Sushil Kumar教授

	02:00PM-05:30PM
	緩和氣候變遷策略及農村家計選擇
	Sushil Kumar教授
M.S.Bhatt    教授

	2013年3月9-10日
	

	06:00AM-
	田野訪問Mathura and Agra
	

	2013年3月11日
	
	回程


參、受訓內容（過程）有關訓練計畫各項訓練內容及議題意涵摘錄如下：

一、21世紀農業管理所面對挑戰：
（一）至2030年需增加農業生產供應食物給增加的21億人口，由於生活水平提昇，導致食物偏好改變，譬如對畜產品與園藝產品消費增加。採用不同的方法以增加產量，如增加作物生產面積，增加作物種植密度，選擇高產出的作物栽種，農業生產機械化。
（二）以基因改造方式生產食物，將食品加工以增加櫃架期，利用採後處理包括冷藏及配銷。
（三）21世紀面對挑戰計有：1.改善生計及永續發展，增加農業生產的方法及穩定分配體系。2.解決食物短缺的威脅，結合私人投資及中、小農在非政府組織協助下提升農業加工處理。3.將農業從政府補助隔離並採取公平的貿易措施。4.推動農業商業化以增加農業生產以供快速成長人口，採用目前技術水平，只利用永續經營農法，將無法符合食物增加需求。5.發展中國家減少農業用水限制農業生產，水資源永續管理有助於食品安全存量，但新的灌溉資源將更為昂貴，永續管理水資源將能確保食物供給安全。
（四）未來努力方向包括：1.增加食物「質與量」的生產以供未來人口成長。2.調和不同利益者，並檢視目前弱點及永續觀念將是嚴格檢驗跨國企業所提供的農業技術的標準。3.清楚區分農業生產與分配，讓農業科學家致力於農業生產，政治家專致於飢餓及營養不足。4.生質能源侵蝕自然資源應該予以反對，並提高到國內及國際的討論層次。

[image: image1]
二、農業與食品層面合作供應鏈：

    供應鏈即核心事業激發組織從一個觀念經由發展和改變、創造，加上運送產品及服務到消費市場，供應鏈管理就是不斷改善組織的產品服務、設計、採購、存貨管理、物流配送以及進入市場消費的一種方法及系統領導權。發展供應鏈的目的在於連結生產者與消費者，構成供應鏈的要素包括物流、金流及資訊流，並須聚焦在向前與向後之活動。Dr.Ali教授並介紹雀巢公司成功運用供應鏈及供應鏈管理的觀念，由進口乳製品及嬰兒產品的跨國企業，進而在印度建立牛奶收集中心在當地製造乳製品及嬰兒產品，有效改善當地農村收入。
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三、連結小農、市場：

小農存在的問題有：農業生存；非商業導向；貧窮及債務陷阱；難以接近市場及融資；缺乏組織的聲音。藉由市場導向以改善小農生活及收入，如果沒有辦法進入市場，小農將無法進行多角化經營及提高產品附加價值，也就無法逃離負債的陷阱。在印度，私人經營市場相當有限，因為缺乏公共建設譬如道路及冷藏設施，也就無法大量彙集農產品，共同運銷比率低，但未來仍有潛力。大型公有市場缺乏有效營運，管理績效不彰。契作生產成效有限但有無窮潛力，未來需要有制度的進行及強化契約效力。小農自行成立的公司頗有成效也值得鼓勵，由於政府經營的零售通路數量很少，但可以替小農創造行銷及公共建設平台。
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四、農業危機管理-以印度農業保險為例：

    國家農業保險計畫係以農業產出為基礎的計畫，提供農民保險及財務支持，以避免因天然災害、害蟲及病害所造成歉收，鼓勵農民使用先進農業技術在農業生產，協助農民穩定收入，特別在有災害之年度。印度從1999年3月開始實施農業保險，對象包括佃農與非佃農，種類包含穀物、薯類、豆類、甘蔗、棉花及馬鈴薯等；以平均產出150％作為保額並經由精算，保險費率在薯類、豆類為2.5％，小麥1.5％，其他作物2.0％，起初由政府補助50％保費，並訂定落日條款，現在政府補助50％，當季節性收成小於門檻收成時，農民申請理賠，銀行在地方及中央政府審核同意理賠後支付保險金，理賠事故包括：自然火災，颱風、暴風、冰雹、洪水、土石流、乾旱、蟲害及病害。不理賠事故如：戰爭、核災、惡意破壞及其他可避免的風險。
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五、結合事業經濟及社會責任：
   印度市場系統的缺點包括：中間商控制市場，價格與品質的扭曲，且沒有直接與農民互動。ITC是印度重要企業集團，在1990年成立國際事業部，用網路行銷印度最好的農產品，它利用資訊科技去改變市場，結合企業與社會宣傳來確保農業永續經營。ITC透過網際網路及當地語言將市場價格、氣候、耕作方法等告訴農民，並進行倉儲管理，藉以拉近與目標農民的距離。現在ITC網路行銷經由6千5百個站服務4萬個村莊，4百萬個農民跨越了10個州，這個願景在下一個10年將服務1千萬個農民。ITC使用的技術有太陽能、不斷電系統，網路行銷站離城市僅10-15公里以方便維修。所建立的事業模型有信賴，對文盲進行教育及訓練，對小企業獲利產生槓桿作用，其動機在於每一次交易的任務及提高社會地位，且協助社區，增加企業獲利及達成電腦附加的功能。所帶來的功能包括：有合作的代理商，物流服務，資訊及市場訊號、在地農民。農民每天可獲得到好幾個市場的價格，且到集貨站的運輸成本已被支付，農民受尊敬並被視為一般顧客服務，在供應端被視為合作夥伴，價格決定係由網路行銷而非市場。ITC有能力去教育並獲得高品質的客戶，以獲取高品質的原料，長期與農民之供應關係，可取得長期的安全性供應，有效降低交易成本。ITC的社會影響有彌補印度農村的資訊缺口，網路行銷系統是印度農村通往世界的窗口，農民提高所得及改變態度將是印度農村改變的重要媒介。
六、碳市場-環境變遷:
   現存環境危機包括：氣候暖化，臭氧層破洞，生物多樣性破壞，地下水位下降，土壤侵蝕，環境汙染等。IPPC警告排放溫室氣體造成暖化，且沼氣溶解永凍層，增加海水蒸發，廢氣排放，氣溫必須自2015年起遞減，以減緩氣溫因工業廢氣排放提高攝氏2度之目標。由於環境係一種公共財，公共財對每一個人而言是有益及可有用的，不管由誰付費，沒有一個人可以排除在外。解決環境變遷的方法有，法律機制，徵稅及補貼（對負向者徵稅對正向者補貼），自我管制如規範標準及認證，乾淨的財產權，市場機制（如內化成本及碳市場）。各國如何達成碳排放目標方法有，建立國內碳排放交易計畫，實施國內環保政策，建立可行計畫可從其他國家購買碳排放量權利。在2005年總計碳市場價值100億美元，2006年交易值達300億美元，評估至2012年減少碳排放量10億噸，開發中國家可分配到49.2％的排放權，碳的價格標準應被納為企業決策考量因素之一，應該建立中間商、顧問、基金及期貨基金經理人。碳市場可以被解釋，經由買賣排放權以使國家及公司可以達到減少碳排放目標。由於目前二氧化碳的溫室氣體放量最大，其影響遠遠超出其他氣體的總和，因此，全球溫室氣體排放標準是以二氧化碳做為基準，且做為衡量為害大氣程度之基準。依據京都議定書可藉由減少溫室氣體排放或排放權交易、聯合執行、乾淨發展機制來達到目標，藉以可靠及可信的做為減少排放溫室氣體的決心。
七、小農與農業森林（造林並在樹林下栽種作物）
   在印度，農業森林是維持社會、經濟、生態永續經營可行的策略。農業造林對農民的利益有：避免風險，獲得比較好的收益，1次大規模的回收，擁有可使用的木材及食物，增加土壤的肥料及水分的保護力，形成護根層，調和樹和作物之間的關係。農民栽種農業森林的動機，從農業森林獲取較高收益，對木材市場長期且永續的需求，獲取栽培技術及有效率的推廣服務，可獲取重要高品質的積蓄，獲得銀行長期的融資條件。農業森林的限制有：長期的孕育期存在市場不確定性，缺乏有管理的木材市場及交易透明度，小而脆弱的土地擁有權，缺乏高獲利農業森林的模式，難獲得長期貸款及保險，政府補助及以低成本低度基因苗木民讓土地資源顯得珍貴。農業森林產品有合板木、纖維板、木漿、紙及紙板、運動產品及鋸木等，由於經濟及人口成長導致對農業森林產品變得更重要，對產品需求大過於農業森林生產，需求與供給之間仍然存在落差。農業森林的經濟與回收有農民獲利，創造木材產業，產生不同的就業機會，造福相關產業的經濟發展譬如：運輸業者、中間商及零售業者等。估計1英畝的農業森林年收入約1萬5千盧比至3萬盧比之間。
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八、田野訪問:
（一） 印度山羊研究中心：印度有1億5千4百萬隻羊，是世界上最大的產羊國家，有7千萬農民養羊分布在6個州的農村，羊隻生產佔印度國民生產毛額的8.32％，年產羊奶430萬公噸，羊肉59萬公噸，羊皮160萬公噸，養羊產業佔40.2％的農村就業人口，近年來許多專業養羊農場成立，提供更豐富的所得給進步的農民。研究中心藉由發展多種技術及提升羊隻生產力，貢獻給印度養羊產業，其要任務在於執行品種改良、提升生產效率、有效疾病診斷與控制，及發展飼養體系等計畫，已經實質改善羊肉質與量，採用技術與科學飼養方法已經提升羊隻生產力並得到較好的收入。
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（二）印度有機農場：該推廣中心設有農業專家，以輔導農民耕作及病蟲害防治，土地屬於政府所有，農民必須支付租金，但農機及各項機械加工設施則共同使用，AARDO安排我們與農民座談，農民主要的問題在各國對農民補助多少，但亞非各國政府囿於財政困難對農民的補助非常有限，另本中心主要作物是葡萄，他們對各國對於農產品銷售管道如何，由於未建立共同運銷及電腦賣市場，農產品銷售大都控制在販運商手中，或者由農民自行銷售，這一點跟印度的情形類似。
肆、心得與建議
一、心得：
    感謝長官給我機會參加亞非農村發展組織在印度德里舉辦「農企業管理及小農之農產品行銷國際研會暨訓練」計畫，這是我從事公職23年來，第一次因公奉派出國，藉由這次5天訓練課程及2天田野訪問，讓我與孟加拉、埃及、迦納、伊拉克、等12個國家農業官員相聚一堂，彼此切磋農業知識並交換各國農業行政經驗，開拓我的眼界及視野，讓我瞭解在世界上在南亞、中東、非洲這些國家的風土人情，並體驗印度真實的農業情形與社會、風俗、民情。豐富了我的人生體驗，藉由這次學習的農業知識及與各國交換農業經驗，可作未來研擬農業政策的參考。
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    到印度給我第一次衝擊是英文，經過英國百年的殖民統治，幾乎每個人都能說英語，包括乞丐及小販等，尤其是知識份子運用自如，但都有強烈口音，一時難以充分理解，但英文文字上溝通無礙，令人驚訝的是孟加拉、斯里蘭卡、埃及、迦納、桑比亞等屬於大英國協國家亦操流利英語，原來這些國家英文都是官方語言。相較之下我國係美語教育，在音調跟慣用語上存在差異，所幸2-3天後也溝通無礙。
    印度屬民主政體多種族國家，擁有12億人口，社會階級鮮明，財富分配不均，全國10%的人口掌控全國33%的收入。印度平均國內生產總值為3,694美元，農民生活普遍貧苦，農產品生產技術先進，但未建立起現代化運銷體系，類似我國、歐洲之共同運銷及電腦拍賣，農產品價格資迅速流通，農產品運銷大通控制在中間商，或由農民自產自銷。因此，印度政府亟需建立農產品供應鏈，但在這個複雜又龐大的國家，建立類似歐洲或我國的運銷體系，似乎遙不可及，因此，政府寄望於民營公司，類似ITC、雀巢運用民營企業的活力以及現代化的電腦技術，建立起E化行銷，一方面讓農產品交易更透明化，價格形成更合理，物流運送更有效率，另一方面讓大企業負起社會責任，改善廣大農民生活，政府居中輔導補助，企圖短期內改善印度農產品行銷體系，以民營企業活力注入農業改革，可做為未來我國農業施政的借鏡。
    印度的農業森林政策與我國鼓勵利平地造林政策不同，它亦是在平地造林但在林木間隙種植農作物，可達到美化環境，不影響農業生產下，增加林業收入，而且能改善土質涵養水分，達到環境保護的目的。是近年來印度政府極力推廣的政策，我國有廣大休耕農地，可參考印度農業森林政策，輔導農業森林，來達到增加農民所得，美化環境的目的。
二、建議

（一）我國非屬英語系國家，除規定通過英文檢定者在升遷可酌予加分外，公務體系接觸英語環境非常有限，實不足以培養公務員提升英語能力，類似奉派赴國外英語環境受訓講習談判，似乎力有未逮，然英語做為國際共通語言，是公務員國外學習及參與談判不可或缺的工具，建議政府在公務體系能創造更多英語環境並鼓勵員工進修赴各大學語言中心學習英語，俾利我國政府體系快速與國際接軌，接收更多國際新知，革新行政，創造民眾福祉。
（二）本次活動所涵蓋的議題包括農企業管理、小農、農產品行銷、供應鏈、環保等等議題，範圍相當廣泛實非5天內可深入討論，已向亞非農村組織建議，未來類似此類活動，宜限縮在一個主題，各國再提出各國政府具體施政作法，彼此交換意見後再提出解決方法，協助各國處理相同的問題，以避免失去活動主題焦點，該組織表示將納入參考。
（三）印度及亞非國家現階段在農業生產技術提升，但在農產品行銷制度落後，小農能生產但無法行銷，衍生農村貧困，所得無法提高。我國農產品行銷能透過建立電腦拍賣批發市場，輔導農民以共同運銷方式運銷農產品，讓農民專心生產，無需自行販售，使生產、運銷走向專業分工，未來可將我國農產品行銷制度，介紹給亞、非國家藉以改善該等國家運銷制度，藉此改善該國農民生活。
（四）印度政府引進大企業經營管理能力，以企業善盡社會責任為號召，讓企業發展網路行銷，並廣設推廣中心輔導農民學習電腦能力，有效組訓農民，並改變農產品行銷通路，這一種構思值得我政府借鏡。

（五）農業森林係印度政府推動新農業政策，結合環保、美化、農業生產、永續農業、林業生產等觀念，短期不僅可確保糧食生產，長期可收林業生產收益，並可發揮環保及水土保持效果，這是一種新的農業概念，可做為我國農地政策之參考。
（六）印度自1999年起已實施農產品保險，由民營公司精算向農民收取保費，當因天然災害致農產品歉收時辦理理賠，政府補助部分保費，將農產品損失回歸市場機制由農民及保險公司共同負擔，而我國農產品因天然災害引起損失，均由政府補助，印度政府的作法值得我們學習。
伍、附件：   

 我國國情報告資料（提送研討會與學員分享）

Agribusiness and Marketing of Agricultural Produce of Small Farmers In Taiwan
Huan-Chang Lin

Agriculture and Food Agency, Council of Agriculture ,R.O.C
I. Introduction

With the contributions in food, labour, capital and markets from farming industry (agriculture), Taiwan economy took off and entered into a transition period in the 1960s. While agriculture accounted for more than 30% of GDP in the 1950s, it fell gradually to only 1.45% in 2007. Nevertheless, the contribution was 11% if the related primary, secondary and tertiary industries were included. This shows that agriculture remains an important sector in Taiwan’s overall economy. .

The agriculture employment occupied more than 50%  of the total population before the 1960s, but dropped to 5.4% in 2007. Agriculture-based trade deficits began in the 1970s. The deficits totaled US$ 7 billions in 2007. Income per capita in agriculture is roughly 68%-80% to that of the income per capita in non-agriculture sectors. The farmers’ income deriving from agricultural activities dropped from 40% in the early 1970s to 20% in 2006. Located in the subtropical zone, Taiwan is high in temperature and precipitation in summer but warm and dry in winter and spring seasons. About 822,000 hectares of land is arable for crop production. The output of agricultural and food produces valued at 179.1 billion NT dollars which accounted for 43% of the total agricultural production value in Taiwan in 2008. Among which, fruit crops contributed 38% of the total value, followed by vegetables (27%), rice (17%), flower crops which are (7%), special crops (5%), upland crops (4%), and other crops (2%).
Vegetable Industry: More than 100 vegetable crops are cultivated on 153,000 hectares of land in Taiwan. The total production exceeded 2.61 million tons valued at 48.5 billion NT dollars in 2008. To maintain the balance between production and demand, planned production based on the amounts of domestic production/consumption and imports is executed on crops easily subjected to production and price fluctuations. The crops include garlic, onion, cabbage, Chinese cabbage, and cauliflower.
Vegetable is living things. Immediately after harvest, senescence is underway in tissue that starts to break down and begins to deteriorate. Post-harvest management, including grading, packing, transportation, and storage, ect, play important role in the journey of vegetable from where they are grown to where they are used.

Agricultural product promotion includes knowledge based development into supports and designs of production process, quality, packaging, and marketing of local specialty foods. Strategic alliance among business organizations becomes one further step to guarantee successful results. Branding of local foods and agricultural products thus is supported by the government through the establishment and design of new small and medium enterprise (SMEs) for potential products and their existing local business. 

Branding of local food and agricultural products has been the significant efforts made by the government and farmers in Taiwan since early 1990s due to the consideration of possible trade liberalization and technology application. To implebranding of local foods and agricultural products, Taiwan government promotes knowledge based economics for famous local agricultural products to meet the challenge of global competition . Local administrative offices and farmers’ and fishermen associations are major units responsible for the development of local foods and agricultural products. Social and cultural expansion in terms of community development further link distict specialties to names and create local value ,added products in rural villages.

II. Vegetable industry in Taiwan

  More than 100 vegetable crops are cultivated on 153,964 hectares of land. Most vegetables especially leafy vegetables are highly perishable products. The   

cultivation hectare of cash vegetable account for about 65% of production area. With some total 73% of production value are short-term vegetable, such as leafy, flower or fruit vegetables. Yearlong vegetables including bamboo shoot, taro and yam etc, occupied about 19% of production amount.
  Located in subtropical zone, Taiwan is suitable for vegetable cultivation. However, climateactors, such as high temperature, heavy rain and typhoon in summer usually caused a short supply of vegetable. Contrastly, there are few climate related disaster happened in winter ,That makes the season suitable  for vegetable corps growth. Thus resulted in a over supply much more than market demand in winter time, Causing the low price in market .In most cases, government adopt measures to blance the supply and demand.

III. The Supply System and Cold Chain of Vegetables Marketing 

Taiwan vegetable Marketing channels as below:
1.45% through agricultural wholesale market

2.40% through local brokers and merchants

III.Vegetable supply chain in Taiwan
The main supply chain in Taiwan are

1.45% through agricultural wholesale market

2.40% through local brokers and merchants

3.15% through direct sale (includes supermarket 5%)

Among the above mentioned 3 channels wholesale market through Farmer’s association or cooperative marketing, the largest one. Farmers harvest vegetable and get it packed if necessary. They are then transported to Taipei wholesale market for computer auction. The second channel is through brokers and merchants. When the vegetable corps are ready to harvest, farmers sell their corps which are still in the fields to brokers and merchants. Then the broker hire workers to harvest and pay the farmers. The third channel is direct sale to supermarket and big consumer such as military, school, chain store, jail etc.. 

Fresh Cut Products
The comsumers desire for pre-sliced vegetable with freshness. quality, convenience and low waste has lead to the development of fresh-cut industry in Taiwan.The control factors of fresh cut products are as bellow:
· Control contamination in farm
· Microbial pollution
· The ways of clean and disinfections
· Environment and processing equipment
· Antimicrobial agent
· Packaging
· Storage and transportation
Cold chain system for vegetable storage and transportation is an advanced operation, which can maintain quality and reduce post-harvest loss. It is a sustainable practice for high efficient vegetable marketing system. It could provide more stable, convenient and safety products than other marketing system.
Ⅳ. Vegetable Adjustment Measures
The natural disaster is the main factor cause vegetable shortage in Taiwan. The government adopts several practices to stabilize vegetable supply. For example, promotes vegetable protective cultivation Replanting vegetable to improve market shortage. Expand refrigeration facilities for storing long-term vegetable.
The market-regulation measures ：

1. Improve storage facilities
Assist farmer’s associations expand refrigeration facilities. Encourage farmer’s associations with marketing ability to stored vegetables previously.
2. Replant and restore measures 
Replant leafy vegetable as early as possible afer natural disaster invaded to meet market demand. Restore vegetable to original quantity in 15 days.
3. Emergency measures：
Release stored vegetables while market shortage occurred after natural disaster. 
The government monitors crops damage condition and vegetable price fluctuation during the period of natural disasters happened. 
4. Tillage of the vegetable
Once vegetable is over supply in winter season and market price sharply down, maintain the production cost above the wholesale price by reducing vegetable supply from farm, helping farmer to minimize loss
V. Adjustment Measure-- Export-Zone（Head Lettuce Industry as an Example）  

1. Plant head lettuce to substitute for Cabbage 

 There are about 4,000 hectares cabbage planted in winter season of which 70 tons per hectare are produced. Due to its high yield, an increase in acreage could cause over supply problem .In order to solve this problem, Government has introduced head lettuce for farmer to grow since 1991, it could substitute for partial imported head lettuce for domestic market and to adjust the planting area of cabbage as well.

2. high quality and price competitiveness to export to Japan
After efforts done by farmers, the high quality made Taiwan head lettuce with high competitiveness in price and begun to export to Japan since 1993. Japan has a shortage of head lettuce supply due to its cold weather in winter. Taiwan just export 910 tons in 1993. to Japan due to its increasing market demand, we expand planted scale and export more quantities. As a result, about 600 hectares of head lettuce were planted and export 7,726 tons in 2012. On the other hand we no longer import head lettuce form U.S in winter season.

3. A good measure to solve over supply problem and increase farmer incomes.

Farmers have to plant for their living but planting too much in turn could cause a over supply problem. ,which make the income are lower than the cost they input. Government has to do something to help them.  Government aim at reducing the acreage of cabbage not only by introduce head lettuce to farmer but also import seeds,  held teach and training programs and improve cold storage facilities etc., All efforts for head lettuce is to solve over supply problem and increase farmer income. Through these measures, government achieved the policy goal to export to Japan market and increasing farmer’s income successfully.
VI .Branding Efforts of Foods and Agricultural Producers

In the early stage, the close relationships of local food and agricultural products to local names have much to do with the linkage of agricultural organizations to the activities of agricultural production and marketing. Most local farmers are members of Farmers’ Associations and may belong to the member of one production and marketing team in terms of agricultural products. The team members of agricultural products may receive government supports on technology training and education. Regional agricultural experimental stations are responsible for the introduction of new varieties and techniques in farming as well. Farmers must pay attention to new market information in order to gain profits in farming. Thus, local producers could gain improved product quality over time.

The second effort to promote local agricultural products was the establishment of new agricultural wholesale markets in 1970s and 1980s. The current Taipei First Fruit and Vegetable Wholesale Market was constructed in 1972 and the second market was constructed in 1984. Local agricultural producers need to follow grading and packaging standards set by the government and wholesale markets for efficient large quantity auction. Local names were the important trademark on the outer packages of agricultural products. Buyers in wholesale markets may determine the preferred origin of certain agricultural products by seeing trademarks of local names. As a result, local producers made great efforts to cope with market demand for different quality agricultural products. It has been well known that most consumers can name famous agricultural products by their local names.

In the 1990s, Taiwan started the active participation in world organizations such as GATT for the preparation of freer agricultural trade. Local agricultural producers were forced to take actions to pursue possible protection on their already known products in terms of import competition. One effective way to establish market competitiveness was branding. The “One Town One Product” program started the promotion on branding of local agricultural products. Thus, the most famous brands have included high quality rice, GAP fruits and vegetables, domestic fruits, processed agricultural foods, fresh and processed sea foods, pork, poultry meats, eggs, and milk since 1998. The underlining strategy was to promote “one agricultural organization one brand” to strengthen the competitiveness of already high quality agricultural products. Common brand is owned by farmers’ teams and promoted in different metropolitan areas. The labels under common brands include GAP, CAS, etc.

In the 2000s, promoting local foods and agricultural products has become urgent for the government and farmers because Taiwan joined WTO in 2002. Other than the steals of agricultural trademark in terms of GIs, generic promotion of high quality brand products becomes important policy strategy to increase the willingness of consumers to purchase domestic agricultural products. Local brand foods and agricultural products turn to be more honorable due much to the integrated marketing of local villages including detailed introduction on local products and tourism through internet and yearly exhibition of brand products and tourism.

VII. The Role of Geographic Names for Branding Food and Agricultural Products

There are famous examples to explore the role of geographic names for branding food and agricultural products such as Chihshang Rice and Lugu Tea.              

Producers made great efforts in maintaining the quality of rice and tea with attached labels registered by chihshang township office in Taitung and Lugu township in Nantou, respectively.

Chihshang Rice is specialized in rice quality due to its special geographic environment, production techniques, and selected varieties. The necessary conditions to be labeled with the above Chihshang Rice tag on small package rice are the of farmers with registered  rice fields,qualified rice quality and origin before harvesting (must pass national standards of rice safety and its eat and taste value must be over 65), isolated rice storage for each harvest, provide tags with continuous numbers of Chihshang Rice GIs to any small packs processed in rice mills. Chihshang township office owns the property right of Chihshang Rice GIs.

The reason why local name becoming so important for its rice output is that Chihshang Rice could be seen easily in the market in mid 1990s. However, Chihshang township had less produced than one percent of rice in Taiwan. The trademark was abused by many rice sellers for better selling but without any legal punishment. Local government was notified to protect this geographical name by making GIs registration. Long-term efforts to promote high quality rice since 1985, the coordination of rice mills using common brand name, and the image of clean east coast have supported the high reputation of Chihshang Rice. 

Similar to Chihshang Rice, Lugu township of Nantou county is the first one to register its GIs in terms of Oolong tea produced in its territory. The action to protect township name by owning the property right on local name was forced by the abused name for tea products found in China during mid 1990s. Based on the experience of Chihshang Rice, Lugu Oolong Tea passed the proof of registration in August, 2005. The first user of Lugu Oolong Tea GIs in Lugu township is Lugu Farmers’ Association on its own tea products. In the beginning, most farmers were in doubt about the possible effects of Lugu GIs on tea sales. Such difficult time created the chance for Farmers Association to make the first trial with its quality controlled tea products.


In 2007, the sales of Lugu tea in Farmers’ Association showed significant improvement due to more and more new reports on GIs and Abused trademark in China. Some farmers started to follow the ideas on protecting local tea market by supporting the quality and origin of tea products in Lugu township. After joining the traceability system, the quality of tea products is guaranteed because of stringent control on soil condition and chemical residuals. The tea farmers may participate in Lugu GIs system with the control of product storage and packaging as well as the detection on residuals.


Although Lugu Township Office is lack of manpower to work on the control of its GIs, the only officer can take care of current demand for GIs tags. Every tag costs farmers 3 NTDs and controlled in terms of registered numbers. In order to pass the detection of residuals on tea products, farmers who taking the GIs seriously have to request the other contracted farmers to follow low residual production process before and after harvests. As a result, Lugu tea products with GIs tags will provide guaranteed national quality standards for consumers. The products tagged with Lugu GIs is shown below.   

Ⅷ. Cost and Benefit Analysis of local Brand Agricultural Products


The cost and benefit of promoting local brand may be considered as sustainable activities supported by the government. It is true that most local farmers in Taiwan are small scale farmers with weak financial background. Any charge to brand tags or the detection of residuals will take some significant part of farmers’ minimal profits. Thus, the maintenance and control of a local GIs brand cost almost three time of the charged income from farmers. However, it is believed that the promotion of GIs system for local food and agricultural products will provide long-term sustainable effects for the development of local specialties and economy.

IX.Conclusions


There are several agricultural industry in Taiwan, amongst vegetable is living demand agricultural product and is perishable. It needs post-cut and storage facility to keep its freshness. Government implements a lot of measures to improve vegetable supply chain in order to increase the profit of farmers. On the other hand consumers could buy fresh vegetable with fair price whenever they want. In supply side, the government has adopted some positive measures recently, for example, through the establishment of vegetable export zone, we could export a lot of vegetable. By this positive measure, farmers could make more  money and government could solve over supply problem.

Taiwan has been famous on her high quality food and agricultural products. Due to the stolen activities on local names and products, many offices townships started to protect their geographical properties by introducing the GIs registration system. It is also considered as the activity of local branding of foods and agricultural products. Trade liberalization further stimulated the promotion of local products in terms of technology, varieties, and output quality. Community development provided helpful strength toward the increase of local reputation.


The experience of Taiwan on the development of local brands for food and agricultural products shows that it is costly and maybe sustainable for local community and economy. Without direct government involvement, branding of local foods and agricultural products may become very difficult. Continuous supports for local cultural development would improve local reputation and product development. Therefore, the concept of develop local common brand for local foods and agricultural products is just the beginning of sustainable local development. More efforts are needed from producers and government in near future.
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